This paper is based on the technology acceptance model which has been adopted by several previous researches. The purpose of the study is to determine the factors that explain the adoption of e-banking by professional in "Business to Business" relationships. It explores the determinants of use of the Internet in the relationship between bank and firm and it validates the model in Tunisian context. This paper has tested that perceived usefulness and perceived ease determine the attitude of the use, and that attitude determines the intent to use of e-banking by means of the multiple regressions. The originality of this study is the exploration of the determinants of use of e-banking by professional in order to promote its adoption.
Introduction
The Technology Acceptance Model is a model of general acceptance for several types of technology. It explains the adoption of information technologies, the adoption of the microcomputer [1] and the adoption of the Internet [2] . In this research, we will inspire to this model [3] , which has benefited from a good validation in several empirical studies [4, 5] , and it explains the behavior of information technology adoption [6] . Thus the proven relevance of Technology Acceptance Model justifies its application to this research. Indeed, given the number of research that supported the Technology Acceptance Model, this model will provide a reference for the identification of the determinants of Internet use in the relationships between bank and firm. So how is the Technology Acceptance Model able to explain determinants of the use of the Internet by the leaders of companies in Tunisia?
The Technology Acceptance Model (Davis 1989)
The theory of reasoned action was developed by Ajzen and Fishbein [7] . In their model from the research in social psychology, they define the links between beliefs, attitudes, norms and intention. The behavior of the individual is determined by its intention of adoption or rejection, this intention is influenced by subjective standards of the individual and his attitude toward the behavior. This principle was supported by technology acceptance model [3] which has been adopted by several previous researches. However this is able to be supported by our research to explain determinants of acceptance of Internet technology in the relationship between bank and firm. The Technology Acceptance Model (TAM) is a specific model to explain the acceptance and use of new information technologies in organizations [8] . It was developed by Davis in 1989 to explain the behavior of use of the computer [6] . It is based on the fact that the adoption is based on the influence of the perceived ease and the perceived usefulness of the user [9] . The Technology Acceptance Model can predict the determinants of acceptance of a system and guide the experience with the system [5] . The Technology Acceptance Model may explain the success or failure of the adoption of new technologies. It has been supported by the analysis of the determinants of acceptance of e-mail by administrative staff [10] . In this model, Davis makes the relation between the perceived usefulness, perceived ease of use, attitudes and actual behavior for the use of the computer-based technologies. Indeed, Davis identified a number of fundamental variables suggested by previous studies on the determinants of cognitive and emotional of the computer-based technology. The model is based on the assumption that the acceptance of the information system is determined by the intentions of using the system. That the intentions are influenced by the attitude of the individual to the use of the information system and that this attitude is influenced by the perceived usefulness and ease of use. It is a model that explains how the characteristics of technology affect perception and later its use [11] . This model has been tested empirically by several studies [11] [12] [13] . Technology Acceptance Model was cited 425 times in research between 1989 and 2000 [11] . It has been tested on different groups and organizations and was analyzed by various statistical tools [14] . This model was applied to several modes of uses of technologies such as the use of the e-mail [3, 15] , the use of the Word processors [15, 16] , the use of groupware [5] , and the use of the world wide web [17] . The original TAM was supported by several researchers such as in presentation of the factors of acceptance of the web site [18] , in implementation of the ERP system [19] , in the study of the determinants of acceptance of telemedicine [20] . This model was also supported in the context of the use of computers at work [21] and the use of the web [22, 23] to test the e-learning. Referring to a Meta-analysis realized between 1980 and 2001 [24] , on the work using TAM, all research shows the existence of significant relations between the perceived usefulness, perceived usability, the attitude and intention. Based on the acceptance of the technology model developed by Davis and the attitudinal model [25] [26] [27] , we will consider that the usefulness and ease of use are therefore the key variables in the model of Davis given the importance of their impact on behavior. Therefore, we consider that the intention of Internet use is influenced by the attitude to the use of the Internet which is determined by the perception of the ease and the usefulness of Internet use.
Conceptual Framework

The Perception of the Use of Internet
According to De Vito [28] the perception is the process of awareness of many stimuli affecting our senses; it affects the stimuli or messages received. In marketing, "is the process by which a consumer becomes aware of its marketing environment and the interpreter in such a way as it is in agreement with its reference scheme [29] ". The theory of the adoption and diffusion of innovation postulate that use of innovation tend to influence the behavior of the adoption of this innovation [30] .
Ease Perceived of Internet Use
It's a concept used by the work of the acceptance of the technology. Ease of use means non-complexity and the use of a system without mental effort [3] .
It includes the judgments of the efforts required to use technology [3] and expresses the degree to which innovation is difficult to understand or use [30, 31] . The perceived usability refers to the effort expected by the individual. This built also refers to the complexity of Rogers [30] which expresses the degree to which the innovation is difficult to understand or use. In 1989, Davis defined the ease perceived by the degree to which the user of the system does not require a great effort. He believes that the facility is: "the degree with which a person grows that the use of a specific system is free of any effort". Indeed, the user can be to focus on his work and therefore improves its performance. The definitions of the ease of use and the personal efficiency are identical [11, 32] . This definition is a criterion to be considered in the design of a tool of ease of use. The concept of usability is widely used in the literature on the acceptance of a technology by users and on the behavior of users. This concept determines the adoption [33] . The ease of use is regarded as an important determinant of the use of the technology [34] . It determines the intent of its use [11] . Katz showed that the complexity of technology and discomfort with the use of the computer, represent obstacles to the adoption of the Internet [35] . Indeed, ease of use affects the intent for the use of the Web [36] . Similarly, in a study conducted in Singapore on a comparison between the adopters of the e-banking and non-adopters of this new financial distribution channel, Gerrard and Cunningham noted that among the factors that influence the adoption of the Bank on the Internet is the fact that they found that the use of Internet offers less complexity [37] . This was also approved by Qureshi and khagan [38] . Thus, at the level of this research and based on the work of Davis [3] , ease of use of Internet bank will be seen as a determinant of Internet use.
Perceived Usefulness of Internet Use
The perceived usefulness of use is a determinant of satisfaction related to the use of self-service technologies [39] . It is considered as being the perception of the positive consequences of the use; it refers to the perceived benefit [40] . This is the concept of comparative advantage developed in the theory of the adoption [41] , which is considered to be the degree to which innovation is seen as offering a greater benefit [42] . The concept of usefulness of information technology is derived from the work of Davis on the acceptance of information technology. This author defined usefulness by the additional contribution that can improve the performance and efficiency of the work. It suggests that if users see that they have an advantage by the use of a technology, then the likelihood of its use increases [3] . Where he believes that the usefulness of use refers to the degree with which the use of the technology improves the performance of the user in the organization [30] , and assimilate the concept of usefulness to benefit, "defined as the degree to which an innovation is seen as being better than its formulated precursors". The perceived utility refers to the benefits that the organization think derive from the use of the Internet in terms of gain of time, gain money, convenience and access to additional information [6, 30] . It equates utility and functionality [43] . Perceived usefulness is one of the determinants of use. It is an important determinant of the intent of the use of the technology [44] as the use of the Internet [45] and the acceptance of the use of the online bank [38] . Bendana and Rowe show that the utility of use influences consumption on the Internet and based on the fact that the benefit of innovation is positively correlated with the rate of adoption [46] . We will consider in this research that usefulness perceived of the use is one of the factors supporting the use of Internet.
Attitude of the Use of Internet
The concept of attitude occupies a central place in the analysis of the behavior of the consumer. Traditionally, attitudes are considered sustainable mental predisposations, speaking in a manner favorable or unfavorable to the object and that lead the individual to respond in a determined sense. The attitude is the psychological tendency depending on a degree of favor or disfavor [47] . It may refer to one of the perceived benefits [40] . The attitude expressed positive or negative evaluation to make the behavior [3] . A first difficulty related to this concept is the abundance and variety of the definitions. Other authors have defined the attitude, by establishing a relationship between attitude and needs with which it is associated. Howard offers the following definition: "the attitude to a mark is defined as the degree of satisfaction of its requirements that the consumer considers that this brand can bring him." [48] . The attitude towards innovation explains the adoption decision and it is considered as an explanatory determinant of the acceptance of the use of technology [3, 30] . Indeed, the attitude towards the merchant site is represented as the predisposition of Internet users to respond in a manner favorable or unfavorable to a web site [49] .
The Intent of the Use of Internet
Ajzen and Fishbein define the intent as an intermediate factor between attitude and behavior. They demonstrated the existence of a relationship between the behavior and intent [7] . The theory of reasoned action and the theory planned behavior are theories explaining the intention. One of the key to the success of implementation of new technologies is the intention of their use [50] . The use of a system is a reflection of the acceptance of the technology by users [11] . The use of new technologies [24] , or even their current adoptions are determined by the behavioral intention of their uses [42] .
Perception and Attitude
The perception of the characteristics of the use of the Internet is the first factor that determines the formation of attitudes towards this new technology. In effect, the approach adopted for Internet is the result of processing the user of certain attributes and characteristics of the Internet tool [51] .
-The ease of the perceived use and attitude to the use of the Internet: We consider that the adoption or not of trade depends on the attitude which is a function of the perceived ease of use of the Internet . Perceived ease of use positively affects the attitude to the use of self-service technology and specifically the use of the Internet [52] . Indeed, very often the difficulties of navigation are cited as barriers to purchase online [53] . The ease of use influences consumption on the Internet [3, 46] . The diffusion of innovations depends on the perception of the complexity of the product, so we can consider that the perception of the degree of difficulty of use of the Internet is one of the explanatory factors of its use which affects the degree of its dissemination .
The perceived usability is a determinant of the attitude towards the interactive shopping [55] . The ease of use and perceived usefulness are the determinants of attitudes toward the use of online stores [49] , also Bangaly Kaba in an application to the case of Quebec concerning the study of the adoption of cell phones said the existence of a positive influence of the ease of use on attitudes. Thus, the difficulty of use can create a negative attitude towards the use of Internet. Indeed, many consumers use the new techniques of self service that traditional techniques of the fact that they perceived ease of use [39] [40] [41] [42] [43] [44] [45] [46] [47] [48] [49] [50] [51] [52] [53] [54] [55] [56] . According to the theory of reasoned action, Ajzen and Fishbein require the existence of a causal relationship between the ease of use and the attitude to the use of technology. According to data collected from one hundred and four Canadian organizations, the usefulness of perceived use affects the purchase on the Internet [46] . The perceived difficulty therefore has a direct impact on the attitude to the use of the Internet [5] . Indeed, more the users will think that buying on the Internet is difficult, more their attitude to the use will be negative [8] . In the context of the adoption of Internet, Dulyalak, Settapong and Lederer supports the existence of a positive relationship between the ease of use and intend to use [6] [7] [8] [9] [10] [11] [12] [13] [14] [15] [16] [17] . The ease of use of the Internet allows the adoption of the financial services in banking [57] . Some others authors found that the ease of use of the Internet affects the attitude to its use . So we will consider that users who see ease of use to the Bank on the Internet will have a favorable attitude towards its use.
H1:
The ease perceived the use of Internet in the relationship between banks and firm positively influences the attitude of its use.
-The usefulness of the perceived use and attitude to the use of the Internet.
Perceived use consequences influence behavior by an indirect effect via attitudes. Indeed, in information system [59] , there is a causal relationship between the perceived usefulness of the use and the attitude to the use of the technology [1] . Nelson, Todd and Davis report that the acceptance of a system and therefore its use is due for much utility [3, 15] . Other studies have also reported that the utility is positively related to the use of a system [60] . The usefulness of e-mail is considered a dimension that has a direct effect on the satisfaction of users and on the degree of use of the tool. On the use of the Internet, the perceived use of usefulness is source of a positive attitude [27, 39, 60] . The perceived utility is the first determinant of the use of online stores [41] . In the banking, perceived usefulness of Internet is a determinant of the attitude to its use [61] . So we will consider that the adoption depends on the attitude which is a function of the value perceived in the use of the Internet. Where we will lead to the following hypothesis:
H2: The value perceived in Internet use in the relationship between bank and firm positively influences the attitude of its use.
Attitude and Intent to Use
Several studies require the existence of a positive relationship between a positive attitude and intent of acquisition [62] . Thus psychologists developed the hypothesis that attitudes influence the behavior [63] . The attitude is a factor that influences the behavior [64] . It's directly correlated with intention [25] . So there is a large and significant link between attitude and intention of adoption [1] . According to Al Ali, the characteristics of innovation beliefs determine the intention of the behavior [65] . Thus, the attitude is considered as a determinant for the use of the technologies [3, 24, 26] . A favorable attitude to the use of the Internet can have a positive effect on the intention to use this new technology of self-service [25, 26] . In this same context, Internet use is influenced by attitudes to the use of the Internet [66, 67] .
The behavior on the web is influenced by the attitude of the individual to this new technology [68] . This is also verified at the level of the Bank on the Internet [61] . Based on these theoretical developments, we will consider that:
H3: The attitude to the use of the Internet in the relationship between bank and firm influences positively the intention of use.
Methodology of Research
The questionnaire was administered at 130 Tunisian business leaders by following the method of convenience. The questionnaire was administrated conducted according to the technique of face to face (118 questionnaires) and the technique of administration via Internet (12 questionnaires). Concerning the operationalization of variables, we are based on the adaptation of the existing measures scales in the literature to the context of Internet use at the relationship between bank and firm. Factor analysis was conducted under SPSS17, accordingly to determine the dimensionality of the scales of measurement.
We conduct ACP analysis with varimax rotation. To ensure the purification and the reliability of the scales of measures adapted to the use of the Internet in the relationship between bank and firm, we assessed cronbach alpha (its value varies between 0.778 and 0.96). We have retained the factors having a value greater than 1 (the value varies between 1.812 and 4.324). The items with low factor contributions (less than 0.50 values) and those whose contributions were shared between several factorial axes have been eliminated. To test causal relationships, we will apply the methods of linear regressions.
Test of the Influence of Perceived Ease and Perceived Usefulness on the Attitude
To test the influence of ease and usefulness perceived on the attitude to the use of the Internet, we used the method of multiple regression and we verified the absence of high co linearity between the explanatory variables (perceived usefulness and perceived ease). Tolerances and VIF are close 1 and within the recommended limit (VIF = 1.152 is less than 3 and tolerance = 0.868 is greater than 0.3). Explanatory variables usefulness and perceived ease of use are not correlated, which is indicating a quality of the model index. So we can go to test the influence of the perceived usefulness and ease on the attitude to the use. The calculated F is equal to 79.756, which is greater than the critical value of F (2, 127) = 2.82 (at the level of confidence 0.05), so we can conclude that the regression model is of quality. R square = 0.557, it means that the model explains 55.7% of the variation of the intention of Internet.
-Impact of perceived ease on the attitude: Ease T = 4.745, it's greater than 1.96, and the sign of Beta is positive (0.301), (Table 1) so we can conclude that ease perceived of Internet has a positive impact on the attitude to its use, so the H1 hypothesis is validated.
-Impact of the perceived usefulness on attitude: T attitude = 9.179, it's greater than 1.96 and the sign of Beta is positive (0.582), ( Table 1 ) therefore we conclude that usefulness perceived the use of Internet has a positive influence on the attitude to its use, so the H2 hypothesis is validated.
Test of the Influence of the Attitude on the Intention
The calculated F is equal to 108. 057, which is greater than the value critical (1, 128) f = 3.84 (at the level of confidence 0.05), so we can conclude that the regression model is of quality. R square = 0.458, which means that attitude explains 45.8% of the variation of intent. T in absolute value is equal to 10.395, which is greater than 1.96 (significant) and the sign of Beta is positive (0.667) ( Table 2 ). We can conclude that attitude influences positively the intention of Internet use in the relationship between banks and firm therefore the H3 hypothesis is validated. The results converge with the hypotheses assumed by TAM and other previous research which supported it by postulating that the ease of use positively influence the attitude to the use which influences positively to turn the intention of using the Internet in the relationship between bank and firm. Finding that this technology is clear and understandable and easy to operate motivates the behavior of the user who will experience an attitude conducive to the use, as a consequence the triggering of intent to positive use. The usefulness of the use is revealed through the positive contributions of the use such as the improvement of the performance of the work, the development of a positive appreciation of technology deemed as beneficial to the management of the company. This variable will in turn positively influence the attitude which will positively influence the intention of Internet use in the in the relationship between bank and firm (Figure 1) .
There is the model tested in the Tunisian context to explain the determinant of the use of Internet banking by the leaders. This model tested in our study demonstrate that perceived ease and perceived usefulness determines the attitude and that attitude determine the intent if use of e-banking.
Conclusion
The majority of existing research explaining the deter- minants of the use of Internet technology is based on the factors of explanation of the adoption at the report the "Business to Consumer". But in the "Business to Business" report, it is important to understand the diffusion of technology among professional. The determination of explanatory factors of the intention of Internet use in the relationship between bank and firm became more necessary competitiveness. Thus, through explaining the factors that determine the intention of Internet used in the relationship between bank and firm, we are referred to the TAM model which has been widely supported by previous research [3, 25, 27] and we have tested the TAM model in the context of the use of technology among professionals.
